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B Second of ¢ two-part series on
customer service from both the bust-
ness and customer point of view.

By TrRENTON HIGHTOWER

In last week’s article entitled
“Customers find poor service Is
norm,” we talked about the state of
customer service. Good customer
service, I maintained, has become
the exception rather than the rule;
in fact, I argued, cusiomer dissat-
isfaction has become the norm

Last week, I focused on the
service providers’ role in improv-
ing the customer experience. We
looked at the need for managers to
model exemplary customer care
for an entire generation, many of
whom may never have experi-
enced truly good service them-
selves.

We touched -on the power of
body language, facial expressions
and eye contact in every {ransac-
tion, and the importance of thor-
ough training to equip employees
w1th the tools needed to raise the
citstomer experience to the next
level of excellence.

In this week’s column, I waint to
explore the other side of the equa-
tion: the customer’s responsibiily
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for a good experience. Qur role in
this process is more subtle, but it
is still very significant.

Minimize annoying encounters
by keeping in mind a few simple
rules:

Know yvour environment.

Before you go into a sales or
service situation, ask yourself “Is
this an incentive-driven environ-
ment?” If vou've entered a used
car lot, a furniture store or an elec-
tronics franchise, the answer I8
probably “yes.”

Get ready. Your business is
about to be courted aggressively.

These employees are paid by

commission — forewarned is fore-

armed, however. Before you get
irritated by an overly attentive
sales staff, you can remind your-
self that they're only doing their
job, and voice your “just looking,
thanks” intentions with less hos-
fility.

Don’i be adversarial.

On the other hand, in an envi-
ronment that isn't fueled by incen-
tives, finding help can feel like
hide and seek. So what do vou do
when vou finally track a salesper-
son down? As frustraiing as your
experience has been, the ultimate
epcounter witl be fat more positive
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if you don’t 1ose your temper.

Manage the encounter to
accomplish your goal.

Remember your purpose there!
Suppose you've had to wait your
turn to be helped by an over-
worked salesperson.

As the saving goes, you'll catch
more flies with honey than with
vinegal Empathize without open-
ing the door to a diatribe of nega-
tivity. Show respect for the indi-
vidual’s time. Most people will be
naturally inclined to respond in
Kind.

Huamor goes a long way.

I had an interesting experience
recently at the National Spy Muse-
um. After waiting in a long Iine, I
finally got up to the ticket window.

Obviously bombarded with
customers, the employee selling
tickets didin’'t even make eye con-
tact. Without a greeting of any
kind, eyes still downcast, he mut-
fered, “What’ll it be?” I decided to
take a risk, and tease this proba-
bly-good-hearted-but-less-than-
engaged employee g little.

I stepped back and said enthu-
siastically, “Thank you for that
rousing greeting to the Mational
Spy Museum!”

My sarcasin wasn't’ 1est on M.

Customer empathy, humor help ensure good service

Ticket Man, who smiled sheepish-
ly, sat up a little straighter and vis-
ibly regrouped.

“Let’s try that again,” he said.
“Welcome to the National Spy
Museum. How may I help you?”

Not every situation could be
resolved as easily or as amiably,
but it’s worth a try. Humeor goes a
long way toward defusing poten-
tially difficult situations.

Ii’s also worth it to recail that
most emplovees have discre-
tionary decision-making ability
that they can choose o leverage
on your behalf — or not. Within
the parameter’s of each person’s
job is typically an assortment of
services or add-ons they can
extend to add value to the transac-
tion.

When you manage . the
encounter with respect and cour-
tesy, vou will be far more assured
of being offered these “extras.”

Like most interacfive process-
es, there are two sides to the cus-
tomer service story. Individuals on.
both sides of the equaiin have a
responsibility to do whatever they
can to create a good customer
service experience,
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